



THE ROLE OF RESORT PLANNING IN SUSTAINING  








The environmental quality is recognized to be an important factor while mak-
ing decisions upon the destination to visit. The image of the resort will likely to be 
more realistic but also complex after the tourists’ visit. The complex image of the 
resort, where the tourist has about after visiting it, is crucial for creating loyalty 
and also word of mouth advertising. Therefore, if the tourists visiting the resort 
are to complain then the intermediaries will likely to reduce the tourism activities 
through that resort or the tourism activities will turn into a more hotel facility 
based activity. Resort planning is a continous process and defines the systemized 
and controlled development of the resort.  Resort planning can be implemented in 
an actual resort or a new developing resort. The increasing importance of sustain-
ability in the tourism industry emerged the need for resort planning. It’s impor-
tant to emphasize that planning needs to be upgraded through the environmental 
and market changes. As it is a continous process the factors included in must be 
strict in the short run and flexible in the long run due to the changes. Resorts, gen-
erally subject to seasonal tourism activities, should have a positive image through 
many aspects in order to attract tourists and try to sustain it by the time. Resort 
planning is essential in order to shape the future and the image of the resort desti-
nation. In addition the satisfaction of the tourist will be retained if the tourist be-
lieves that they are getting high value from the destination considering their travel 
expenses. It is the destination image that will determine the future of the destina-
tion. Because the resort experience is intangible the competition among the resort 




Destination  image  is  said  to  be  the 
most important factor in choosing a des-
tination to visit for leisure. As the deci-
sion-making process of tourists is highly 
sensitive,  development  through  sustain-
ability  is  crucial in  creating  loyalty  for 
leisure tourists in resort destinations. As 
it  is  a  dynamic  sector  and  subject  to 
changes very rapidly, the destination im-
age should be sustained throughout some 
tourism  development  policies.  Conse-
quently  creating  a  positive  destination 
image is the first attempt and then sus-
taining it is a very key element of the re-
sort  destination.  Resort  planning  here 
should be the focal point of preserving 
and/or  developing  the  physical  compo-
nent of destination image. In this paper 
the importance of resort planning proc-
ess and its effects on the image of the re-
sort destination will be studied. 
 INTRODUCTION 
 
The physical component of a destina-
tion  which  includes  related  attractions, 
tourism  establishments,  and  the  green 
environment should be planned in a sus-
tainable  manner  as  it  affects  its  image 
and consequently the future of the desti-
nation.  Here,  in  the  context  of  resort 
planning the land-use planning of the ho-
tels, the timeshares, the second houses, 
the  shopping  malls,  the  roads  and  the 
streets are taken into consideration. Be-
cause that the resort destination market-
ers try to create, change or highlight im-
age, it has got to be very closely related 
to actuality. Therefore neither the inter-
mediaries nor the tourists will be disap-
pointed and dissatisfied according to the 
quality of the destination itself. It is also 
thought that the resort destinations with a 
strong positive image will likely  be in-
cluded in the decision making process of 
tourists. Hence, it can be said that image 
is a key element of destination marketers 
which  tourists  are  very  dependent  on 
while choosing a resort to travel. In that 
sense  both  destination  managers  and 
marketers should take the matter serious 
and plan the resort in a sustainable basis 
in  the  first  place  where  environmental 
quality  is  fundamentally  important  in 
sustaining the image. 
 
RESORT DESTINATION PLANNING 
 
In theory, future generations are enti-
tled  to  just  compensate  for  the  current 
actions that lead to a depletion of natural 
resources. In practice, doing so requires 
making  difficult  judgments  about  the 
substitutability  of  natural  capital  with 
physical capital. This is a crucial point in 
the case of tourism, whose activity relies 
extensively  on  the  transformation  of 
natural capital into accommodation and 
service  facilities.  Thus,  this  industry 
faces the particularly difficult challenge 
to  „develop  tourism  capacity  and  the 
quality of its products without adversely 
affecting the  physical  and human  envi-
ronment that sustains and nurtures them” 
(Piga, 2003). If tourism is to reach to-
ward better economic impact, it must be 
planned  as  well  toward  goals  of  en-
hanced  visitor  satisfaction,  community 
integration,  and  above  all,  greater  re-
source  protection  (Gunn  –  Var,  2002). 
Here,  sustainable  development  stresses 
that economic development is dependent 
upon  the  continued  well-being  of  the 
physical  and  social  environment  on 
which  it  is  based  (Hall,  2000).  There-
fore, resort planning through sustainabil-
ity must be regarded as a critical factor 
in ensuring the long term sustainable de-
velopment of the resort destinations. One 
of the most important challenges arising 
from the goal of sustainable tourism de-
velopment  is  destination  planning 
(Dredge,  1999).  Planning  is  a  process 
must  therefore  be  distinguished  from  a 
„plan”, which is „a set of decisions for 
action in the future” (Hall, 2000). Plan-
ning can also be defined as the process 
of establishing a strategic vision for an 
area which reflects a community’s goals 
and  aspirations  and  implementing  this 
through  the  identification  of  preferred 
patterns  of  land  use  and  appropriate 
styles  of  development  (Dredge,  1999). 
Land-use  planning,  a  part  of  the  resort 
planning, is involved in a number of spe-
cialized  areas,  including  transportation 
planning  and housing.  Typically,  resort 
area  planning  and  design  have  been 
based on one of two concepts. The first 
produces what can be called the „image-
oriented” resort, much like a theme park 
in its use of images to create ambiance. 
The  second  produces  what  could  be 
termed  the  „place-oriented”  resort  in 
which local character particularly that of 
the  natural  environment,  is  emphasized 
in planning and design (Pregill – Volk-man,  1999).  A  detailed  survey  of  ac-
commodation requirements and tools is, 
therefore, essential in the initial stage of 
resort planning as well as in determining 
design  features  of  individual  premises 
(Baud-Bovy  –  Lawson,  2002).  In many 
resort areas a high proportion of visitors 
own  second  homes,  condominium  or 
time-shared  properties  (Lawson,  2004) 
as  well  as  many  attractions are  located 
within the resort area. Therefore, all de-
velopment should be thought out ahead 
of time, and attractions and facilities that 
are built should be there for some reason. 
(Mill, 2001). The concept of tourism sus-
tainability  points to  the need  for  better 
spatial,  environmental,  and  economic 
balance of tourism development, requir-
ing  new  integrative  public-private  ap-
proaches  and  policies  in  the  future. 
When  the  principle  of  sustainability  is 
applied to new tourism development, it 
would  mean  that  coastal  hotels  would 
not pollute their beaches with raw sew-
age, that hillside resorts would not incite 
soil erosion, and that sites of fragile and 
rare vegetation or wild life would not be 
used for tourism except scenery and in-
terpretation  (Gunn  –  Var,  2002).  Envi-
ronmental quality refers to the quality of 
the  natural  features  of  the  destination 
that can be deteriorated by human activi-
ties  (Mihalic,  1999).  Environmental 
quality is often a key success factor for 
tourism.  At  the  same  time,  tourism 
makes extensive use of natural resources, 
thereby jeopardizing its long term viabil-
ity (Piga, 2003). 
 
RESORT PLANNING AND  
DESTINATION IMAGE 
 
Destination image plays two impor-
tant roles in behaviour. Some reseachers 
have suggested that it allows an individ-
ual to pretaste the venue, thus influenc-
ing  the  decisionmaking  process.  Others 
have argued that it can also condition af-
ter-decisionmaking behaviour, consisting 
of  participation  (onsite  experience), 
evaluation (satisfaction),  and  future  be-
havioral  intentions  (intention  to  revisit 
and  willingness  to  recommend)  (Lee  – 
Lee  –  Lee,  2005).  As  the  destination 
physically  a  part  of  the  destination  ex-
perience  which  tourism  is  dependent 
then it is vital to make a resort planning 
and implement it through in order to gain 
and sustain a positive resort image on the 
tourists’ minds. It appears that the image 
of  any  destination  is  (1)  dynamic  be-
cause  it  is  subject  to  change,  (2)  often 
relativistic  because  generally  a  process 
of comparison is involved, is (3) multi-
ple in nature, because it involves many 
different attributes and their evaluation, 
and  consequently  (4)  generalizations 
about place do little to help in the pro-
motion of any given resort (Ryan, 2003). 
Tourists having a weak or even neutral 
image on their minds will probably not 
consider the resort destination worth to 
visit. Faced with a great variety of com-
peting  destinations,  the  tourist  must 
eliminate  some  options  owing  to  time 
and money constraints. Among the nar-
rowed set, however, the tourist is likely 
to choose the destination with the most 
favorable image (Leisen, 2001). As im-
age is a subjective knowledge, the impli-
cations  and  impact  of  promoted  image 
can affect tourists through the creation of 
expectations  and  the  desire  for  image 
verification  (MacKay  –  Fesenmaier, 
1997). Thus a destination image can be 
defined as the expression of all knowl-
edge,  impressions,  prejudices  and  emo-
tional  thoughts  an  individual  or  group 
has of a particular object or place (Ba-
loglu – McCleary, 1999). The image of a 
destination  consists,  therefore,  of  the 
subjective interpretation of reality made 
by the tourist (Bigne – Sanchez – San-
chez, 2001). The more positive image of 
a  resort,  the  greater  the  likelihood  that resort will attract more travelers than the 
other competing resorts. The image con-
cept  is  formed  by  the  consumers’  rea-
soned and emotional interpretation as the 
consequence  of two  closely interrelated 
components: perceptive/cognitive evalu-
ations referring to the individual’s own 
knowledge and beliefs about the object 
(an evaluation of the perceived attributes 
of  the  object),  and  affective  appraisals 
relating  to  an  individual’s  feelings  to-
wards the object (Beerli – Martin, 2004). 
All  factors  influencing  the  image  as-
sessments  made  by  individuals  are  in-
corporated  and  classified  into  nine  di-
mensions  which  are  natural  resources, 
general infrastructure, tourist superstruc-
ture,  tourist  leisure  and recreation,  cul-
ture, history  and  art,  political  and  eco-
nomic  factors, natural  environment,  so-
cial environment and the atmosphere of 
the  place  (Beerli  –  Martin,  2004).  Be-
cause that image is to influence the deci-
sionmaking of the tourist, it is important 
to understand what influences image. A 
destination’s attributes can be classified 
into two major categories. The primary 
category  includes  innate  characteristics 
such  as  climate,  ecology,  natural  re-
sources,  cuisine,  culture,  and  historical 
architecture. The secondary  characteris-
tics are built or introduced by the public 
or private sectors, such as hotels, resorts, 
catering  outlets,  transportation,  and  en-
tertainment (Kim – Agrusa, 2005). Since 
one’s own experience, or that of friends, 
acquaintances or family, is very impor-
tant  in  forming  an  image,  all  efforts 
aimed at improving that experience will 
result  in  an  improved  image  (Bigne  – 
Sanchez; Sanchez, 2001). In addition it 
may be found that tourists rate an area as 
being very attractive, but still do not visit 
it because it is attractive on the basis cri-
teria that are unimportant to them (Mill, 
2001). One popular typology for under-
standing travel motivation is the ‘‘push 
and pull’’ model. The underlying idea of 
the push and pull model is the decompo-
sition  of  an  individual’s  choice  of  a 
travel  destination  into  two  forces.  The 
first force is the push factor that pushes 
an  individual  away  from  home  and  at-
tempts to develop a general desire to go 
somewhere  else,  without  specifying 
where that may be. The second force is 
the  pull  factor  that  pulls  an  individual 
toward a destination due to a region spe-
cific lure, or perceived attractiveness of a 
destination  (Lam  –  Hsu,  2005).  Hence, 
unless the pull factor is strong due to the 
unplanned  development  then  the  resort 
destination will certainly lose its appeal 
to attract potential tourists. According to 
the  World  Tourism  Organization,  tour-
ists are already beginning to avoid desti-
nations with a bad environmental record, 
and the industry is, of course, faced with 
enormous economic losses when a major 
vacation destination declines in popular-
ity  (Huffadine,  1999).  Hence,  local  re-
sources become a central asset for desti-
nations  and tourism  suppliers  and  their 
sustainability a core function of tourism 
marketing  (Buhalis,  1999).  Sustainable 
tourism  destination  is  a  complex  term 
that has  emerged  from  the need  to  de-
velop tourism destinations in a sustain-
able  manner,  and  therefore  the need  to 
recognize the efforts to develop destina-
tions accordingly (Lee, 2001). Gradually 
there is functional shift away from tour-
ism, and the resort may become a slum 
or  else  lose  its  tourism  function  com-
pletely. However, decline may be offset 
if encounter-measures are adopted, such 
as  the  re-orientation  of  tourism  attrac-
tions, environmental enhancement, or the 
repositioning of the destination within an 
overall market (Agarwal, 2002).  
REFERENCES 
 
(1) Asuncion Beerli, Josefa D. Martin (2004), Factors Influencing Destination Image, 
Annals of Tourism Research, Vol. 31 No. 3 – (2) Birgit Leisen (2001), „Image Seg-
mentation:  The  Case  of  A  Tourism  Destination”,  Journal  of  Services  Marketing, 
Vol.15, No.1 – (3) C. Michael Hall (2000), Tourism Planning: Policies, Processes and 
Relationships, Prentice Hall, England – (4) Chong-Ki Lee, Yong-Ki Lee and Bong-
Koo Lee (2005), „Korea’s Destination Image Formed By The 2002 World Cup”, An-
nals of Tourism Research, Vol. 32 No. 4 – (5) Chris Ryan (2003), Recreational Tour-
ism: Demand and Impacts, Channel View Publications, U.S.A. – (6) Clare A. Gunn, 
Turgut Var (2002), Tourism Planning: Basics, Concepts, Cases, Routledge, UK – (7) 
Claudio  A.G.  Piga  (2003),  „Territorial  Planning  and  Tourism  Development  Tax”, 
Annals of Tourism Research, Vol. 30, No.4 – (8) Dianne Dredge (1999), Destination 
Place Planning and Design, Annals of Tourism Research, Vol. 26, No.4 – (9) Dimit-
rios Buhalis (1999), „Marketing the Competitive Destination of the Future”, Tourism 
Management, Vol. 21 – (10) Fred Lawson (2004), Hotels and Resorts: Planning and 
Design, Architectural Press, UK – (11) J. Enrique Bigne, M. Isabel Sanchez, Javier 
Sanchez (2001), „Tourism Image, Evaluation Variables and After Purchase Behavior: 
Inter-Relationship”, Tourism Management, Vol. 22 – (12) Kelly MacKay, Daniel R. 
Fesenmaier (1997), „Pictorial Element of Destination in Image Formation”, Annals of 
Tourism Research, Vol. 24, No. 3 – (13) Kian Foh Lee (2001), „Sustainable Tourism 
Destinations: The Importance of Cleaner Production”, Journal of Cleaner Production, 
Vol.  9  –  (14)  Manuel  Baud-Bovy,  Fred  Lawson  (2002),  Tourism  and  Recreation 
Handbook of Planning and Design, Architectural Press, UK – (15) Margaret Huffad-
ine (1999), Resort Design: Planning, Architecture & Interiors, McGraw-Hill Profes-
sional Book Group, U.S.A. – (16) Philip Pregill, Nancy Volkman (1999), Landscapes 
in History: Design and Planning in the Eastern and Western Traditions, John Wiley 
and Sons, USA – (17) Robert Christie Mill (2001), Resorts; Management and Opera-
tion, John Wiley and Sons, Canada – (18) Samuel Seongseop Kim, Jerome Agrusa 
(2005), „The Positioning Of Overseas Honeymoon Destinations, Annals of Tourism 
Research, Vol. 32 No. 4 – (19) Seyhmus Baloglu, Ken W. McCleary (1999), A Model 
of Destination Image Formation”, Annals of Tourism Research, Vol. 26 No. 4 – (20) 
Sheela Agarwal (2002), „Restructuring Seaside Tourism: The Resort Cycle”, Annals 
of Tourism Research, Vol. 29, No.1 – (21) Tanja Mihalic (1999), „Environmental 
Management of A Tourist destination: A Factor of Tourism Competitiveness”, Tour-
ism Management, Vol. 21 – (22) Terry Lam, Cathy H.C. Hsu (2005), „Predicting Be-
havioral Intention of Choosing A Travel Destination”, Tourism Management 
 
 
 
 